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Abstract 
Thesis: People have different purchasing behaviors for locally and internationally made products. 
Aim: Investigate the Malaysians' perception and ethnocentrism scale when buying local products. 
Methods: cross-sectional study design was used. A sample size of 289 people was used for this study. cluster sampling was used to select the participants. Questionnaires and interviews were used to collect data on Malaysians perceptions towards Chinese products. 
Results: Chinese electronic products were highly demanded in Malaysia based on factors such as brand image and cultural beliefs. Although Malaysia produces her own products, it also imports other products from China because they are cheap. Most of the explanatory variables were found statistically significant in explaining the dependent variable with their p-values less than 0.05 at 95% confidence interval. 
Conclusion: The research shows that local products of any given country are generally perceived as being lesser quality as compared to others. Besides there are several other elements that influence purchasing intention, including brand, product knowledge, countries belief, and price.
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Introduction 
People purchase products based on different factors, including price, quality, trends, country of origin and other tech parameters. Country of origin (COO) has had a significant influence on consumers’ purchasing behaviors and perceptions towards products. Adejorooluwa and Liu (2018) define country of origin as a country that controls the production and manufacturing process of a given product. COO influences different aspects of a product, including reliability, performance, quality, and prestige. Although COO can lead to market growth and reduction of prices, it possesses severe competition to local markets. 
Malaysia imports more of its electronic products from the Chinese market. 22% of Malaysian imports are from china, with 44% of the imports being electronics (Yusoaf, 2003). Also, Malaysia imports 13% from Singapore. China competes with countries like the United States and South Korea for Malaysian market. 
Another aspect of COO is its impact on consumer behaviours and product knowledge. Product knowledge is based on customer experience on the product, competition, specifications as well as the market trends (Grunert, 2005). Product knowledge is also affected by the quality of goods and services from the county of origin. 
Literature Review 
The concept of country of origin has become a significant aspect of international trade. Countries claim that rules and regulations should be set in a manner that helps to regulate the practices in the country of origin. Scholars have the notion that consumers use COO in evaluating the quality and demand of goods, which is an irrational tactic. The quality of the product, safety measures, and consumer satisfaction, which are essential aspects for assessing a product, are instead ignored. Carneiro and   Faria (2016) argue that the process of consumers evaluating products is associated with the cognitive process. Customers evaluate products based on particular features. In electronic products such as mobile phones, customers observe features such as performance, safety measures, and size. Such features help in ascertaining whether the product is of the relevant standard, if it has any default or if it is different from other products in the market.  
A study by Šliburytė and Bankauskienė (2017) posits that customers apply the country of origin to assess their attitude towards products. These attitudes result in stereotyping and the formation of the belief that end up affecting the taste and preferences of customers. China, for instance, has been stereotyped in manufacturing fake products (Smith et al., 2006). The opinion has changed over time as Chinese electronic firms have proven to compete favorably with other global firms such as Nokia, Samsung, and Apple. Chinese firms have been able to utilize the market segmentation technique to divide their markets into groups based on customers’ needs. By studying the market, Chinese firms have grown to have global influence changing the beliefs of people about the products they produce.
Country of origin influences product evaluation based on the brand position of the firm in question. For instance, several firms have invested in developing their brand through advertisement and other marketing techniques (Papadopoulos and Heslop, 2002). Customers tend to purchase their products based on their already established name. Products competing against firms of an inferior brand thus experience higher sales. Similar research by Munasinghe and   Dissanayake (2017) claims that customers tend to evaluate and categorize products based on their brands. In their study, customers have the belief that a product is of better-quality best on the history of a particular country. According to Doctor off (2012), Electronic products manufactured by Oppo, a Chinese firm has received positive market sales in Malaysia. The sales are attributed to the consistency of China, offering reliable products such as Huawei and Lenovo products. 
Methodology 
The most appropriate research method is quantitative method. A survey will be conducted to gather the findings of the research. Both online and oral surveys were used.
The population used in the research will be carefully selected to ensure that the objectives of the research are met. A cluster sampling technique will be employed to ensure that the research has an equal representation of the study population. Additionally, a cluster sampling technique will ensure that all study groups are included, thus promoting the achievement of reliable results. An adequate sample size will be used in the research to ensure that the results obtained are conclusive. Besides, an adequate number of participants is important because it will ensure that the results are generalized. 
The participants will be between the ages of 18 to 55 years. A total of 289 participants will be interviewed and provided with questionnaires. The questionnaire was designed to have mutable answer questions. 20 questions will be designed to gather customers’ views on purchasing Chinese electronic products. Interviews will be conducted individually for a maximum of 30 minutes. The interviews will be audio recorded and participant information kept private. 
Results
The results were represented in tables, statistical representation, as well as graphs. The questionnaire was to examine the perspective of Chinese products. The data was then decoded using QDA Miner Lite software. From the surveys conducted, 64 percent of the participants responded by claiming that the performance of Chinese electronic products such as Huawei is of excellent performance. Claiming Huawei and other Chinese products to perform better was associated with these products being user-friendly as well as other productions such as the configuration of other elements.

Figure 1: Performance of Chinese products in Malaysian market. 
Figure 1 shows the performance of the Chinese products in the Malaysian market. 64% of the respondents said that Chinese products were excellent. The figure shows how the Chinese goods fair in the Malaysian market. Even though they are imports in the Malaysian market, they occupy a bigger share meaning that Malaysians buy the Chinese goods to a large extent.

Figure 2: Percentage of Malaysian customers ready to recommend Chines products. 
The results in figure 2 shows the percentage of Malaysians who were ready to recommend Chinese products to their friends. 47% were willing to do so.
 Based on the price of Chinese electronic products, 56 percent of participants claimed that they prefer Chinese products as they are affordable. Comparing Chinese products with other products such as Samsung and Apple, Malaysian customers claim that China offers quality products with an affordable market price (Ernst and Dolnicar, 2018). Of the 56 percent of participants, 30 percent where adults aged 33 to 55, while 26 percent constituted people aged 18 to 33 years.

Figure 3: perceptions on cost of Chinese products. 
shows that 56% agreed that Chinese products are cheap and that is why they can recommend them to others. As from the above diagram 56% of the sampled population agreed that Chinese products are cheap and affordable and they were willing to recommend them to other people. Out of this 56%, 30 % were adults aging between 33 to 55 years and 26% constituted young adults aging between 18 to 33 years.
Table 1:  The Ethnocentric Statements Presented to the Group
	Ethnocentric statements
	Findings

	Chinese culture is eroding the Malaysian culture, and the relationship between the two countries should be stopped.
	Contrary view

	Malaysian firms should be funded to avoid foreign products.
	Contrary view

	Foreign firms should be prohibited from investing in Malaysia.
	Contrary view

	All imports from China should be stopped as they affect domestic firms.
	Contrary view


The findings are as highlighted below.  From the opinions presented to Malaysians, 75 percent of the population subjected to the interview opinions responded with a contrary view. The findings indicate that Malaysia has a higher index of cultural relativism. To have a clear picture of the sales margin of Chinese electronic products with those from other countries, shops were sampled to help in the study. The research also used observation skills to observe the electronic devices that most of the Malaysian customers use. While recording the market trends, the prices of products from different countries were also analysed. Costs and the performance of these electronic products were also observed, and an overall market trend was recorded. Major firms that supply these such as America, Singapore, South Korea, and China were used in the study. The Smartphone and their Country of origin were established. 

Figure 5: product’s country of origin market share. 
Table 2: The relationship between the socio-demographic variables and the performance of Chinese products in Malaysia
	
	Categories
	Performance of Chinese goods in Malaysian market
	P-value

	Variables
	
	Excellent(%age)
	Not excellent(%age)
	

	Price of the products 
	Cheap
	40
	60
	 0.005

	
	Not cheap
	51.9
	48.1
	

	Foreign firms should be prohibited from investing in Malaysia,
	Yes 
	43.5
	56.5
	0.00

	
	Now 
	0
	100
	

	All imports from China should be stopped as they affect domestic firms,
	Yes
	53.5
	46.5
	0.001

	
	No
	62
	38
	

	Recommendation of the products
	recommended
	42.3
	57.7
	0.615

	
	Not recommended
	40.8
	59.2
	

	Age of the respondents
	Young adults
	36
	64
	0.000

	
	Adults
	48.1
	51.9
	

	Products’ country of origin
	China
	48.2
	51.8
	0.000

	
	America 
	47.1
	52.9
	

	
	South Korea
	38.6
	61.4
	

	
	Singapore 
	21.6
	78.4
	

	Malaysian firms should be funded so as to avoid foreign products
	Yes
	26
	74
	0.67

	
	No
	45.1
	54.9
	

	Chinese culture mixing eroded 
	Yes
	44.7
	55.3
	0.041

	
	No
	40.5
	59.5
	


The results show that the respondents who said that the products were cheap were more likely to report that the performance of the products in the market were not excellent (60.0%) and the relationship between the two were very significant with p-value of 0.005 at 95% confidence interval.  Also, products country of origin was seen significant in relation to performance in the market where by products from china were found averagely competing with other products from other countries but products from Singapore with a poor performance of (78.4%). This was found very significant with p-value of 0.00 at 95% confidence interval.
Discussion 
The results showed that the country of origin has a significant effect on their products. Malaysians, for instance, prefer Chinese electronic products based on the reputation of the country. China has always been a guru when it comes to production of quality products in the electronics field. Chinese companies like the Oppo are well known for production of quality products like the Lenovo laptops which are worldly used. The consistency of manufacturing quality products with exceptional performance has given them a competitive advantage in the Malaysian market. Last year, Huawei gained 2.9 billion dollars in the Malaysian market, which resulted in an 8.7 percent increase in the profit margin as compared to the previous year (Šliburytė and Bankauskienė, 2017). Despite China having a larger share in the Malaysia electronic products, the country is also facing competition from Apple and Samsung. Malaysia being developing country; majority of its citizens are categorized as middle earners. Chinese electronic products are fairly priced and therefore, they are highly demanded as opposed to South Korean and American products.
Ethnocentrism has impacted the expansion of business and the growth of organizations negatively (Michailova et al., 2017). The interview conducted to determine the stereotype levels of Malaysian customers towards China, and her products showed that Malaysia is a cultural relativism nation. Malaysia does not view their culture as of a higher status than those of others, and this has encouraged foreign investors to flock the Malaysian market. 
The product knowledge that Malaysians have on Chinese electronic products was pinned to factors such as COO and brand (Nagy, 2017). Other factors that were identified included tech-related parameters, including price, fashion, quality of camera shots, and how long the battery lasts. The different needs that people have affect the types of electronics they purchase. Due to the belief that Chinese electronics are superior than those in Malaysia, most Malaysians prefer importing different electronics from China.  
Conclusion 
The study has been important in that it has enabled us to establish the impacts of a country’s origin towards customer’s evaluation of foreign products. To accomplish the research, Malaysian customers were used as respondents of the research. Questions and statements that required customers opinions were formulated and were administered as required. They formed the bigger part of the research methodologies. Different research methods, such as observation, interviews, case studies, and use of questionnaires as data collection tool were used. While doing this study, other certain aspects together with the country of origin, helped in determining the consumer's purchasing behaviour. Such as brand, product knowledge, countries belief, price, and product quality help in evaluating products. The following findings helped in assessing the effects of COO on Malaysian customers. Among the factors, they stated while rating Chinese electronic products include excellent performance, fashion, quality of camera shots, how long the battery lasts and affordable prices.
Limitations and Future Directions 
The study experienced challenges from the participants in that not all customers were ready to take part in the study that is, filling in the questionnaire. Notably, the cluster sampling method is not entirely reliable as some clusters may be overrepresented or underrepresented (Levy & Leweshow, 2013). Also, most of the online interviews and questionnaires were not responded on time, which delayed the research findings. Also, we faced financial constrains while conducting this study.       In the future, we recommend the use of advanced data collection tools, and even data analysis tools. These would help in analyzing a bigger population within a shorter time. That will help in obtaining objective results as it will get an opinion from the majority of the customers. Furthermore, the effects of external elements such as market trends affect the proper understanding of how COO affects consumer's decisions towards products. I would commend that the above recommendations be taken into account in future studies as they will smoothen and ease the whole research process. 
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